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China telecommunication industry has gone through executive-oriented, 
technology-oriented and marketing-oriented stages since 1987, and gradually stepped 
into the brand-oriented competition. With the completion of the China Telecom 
restructuring and the issuance of 3G licenses, competition in the telecommunication 
industry is becoming fiercer, in which the brand will play an increasingly important 
role, and will eventually become the core competitiveness of the telecommunication 
operators. This paper studies the successful achievements of Shenzhen branch of 
China Mobile Guangdong corporation in 2009, and discusses how it succeeds in its 
strategies in terms of advertisements, public relations activities and internet 
communication. In its conclusion, its successful experience and some practical advice 
to overcome its shortcomings is presented 
The author hopes the results of the case study can be a helpful hints to other 
provincial and municipal branches of China Mobile and other telecommunication 
operators. 
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第一章 绪 论 
 1
第一章 绪 论 
1.1 研究的背景和目的 
    2008 年 5 月，工业和信息化部公布了电信重组方案，中国铁通集团公司并
入中国移动通信集团公司，成为其全资子企业；中国电信收购中国联通 C网业务，
和中国卫通一起组成新中国电信；中国联通 GSM 网与中国网通合并组成新的联通
集团。至此，中国电信市场开始进入“三国演义”时代。2009 年 1 月，工业和
信息化部向中国移动、中国电信、中国联通办法3G牌照。中国移动获得TD—SCDMA




















                                                        
① 凤凰网.“中国走进 3G 时代”http://finance.ifeng.com/topic/3Gpz/ 











































                                                        




















     本文以中国移动深圳分公司的品牌传播为研究对象，对其成功的经验和亮点进
行归纳和总结，在此基础上尝试提出适合移动通信运营商的品牌传播建议。 







































1.2.5 SWOT 分析法 
“SWOT”分析法又称态势分析法，它是由旧金山大学管理学教授韦里克于 20
世纪 80 年代提出来的，是一种能较客观地分析和研究一个组织现实情况的方法。 
 



























































































































                                                        
① 胡晓云．品牌传播效果评估体系[M].北京：中国传媒大学出版社，2007. 














































     该方向的研究主要从整合营销传播理论为基础，在对中国移动所处宏微观
环境分析的基础上提出其进行品牌传播的必要性，并给出相应的建议和策略。
                                                        
① 苏勇、李晓英．3G 时代我国电信市场互动式整合营销传播应用探析[J].市场营销导刊，2009，（4） 
② 胡东琦.3G 时代中国移动数据业务竞争战略研究[D]. 厦门：厦门大学硕士学位论文，2009. 



































































Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
